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DETAILED ACTION 

1 . This office action is in response to tine communication filed on 05/05/2008. 

2. Claims 1-48 have been cancelled and claims 49-94 are presented for 
examination. 

Claim Rejections - 35 USC $ 103 

The following is a quotation of 35 U.S.C. 103(a) which forms the basis for all 
obviousness rejections set forth in this Office action: 

(a) A patent may not be obtained though the invention is not identically disclosed or described as 
set forth in section 102 of this title, if the differences between the subject matter sought to be 
patented and the prior art are such that the subject matter as a whole would have been obvious 
at the time the invention was made to a person having ordinary skill in the art to which said 
subject matter pertains. Patentability shall not be negatived by the manner in which the invention 
was made. 

3. Claims 49-50, 54-59, 61 , 64, 66-72, 77-83, 85, 88, and 90-93, are rejected under 
103(a) as being unpatentable over Mason et al. (Patent Number 6,401 ,075 hereinafter 
Mason) in view of Davis et al. (Patent Number 6,269,361 hereinafter Davis) and further 
in view of the article titled, "ah-ha.com Chooses RuleSpace Technology to Eliminate 
Inappropriate Content," published by Business Editors/High Tech Writers on Oct 5, 
1999. on pg. 1 in Business Wire (hereinafter Business Editors). 

In reference to claims 49, 67, and 92, Mason teaches a method, computer, and a 
computer program for establishing an advertisement campaign comprising: (A) 
receiving over a computer network a request to initiate an advertisement campaign, the 
request comprising: a maximum amount to spend on the advertisement campaign (i.e. 
user can be billed for a number of click-throughs from other sites, length of time the 
advertisement is displayed, or the number of hits received by the advertisement) (col. 5 
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lines 4-32 and col. 6 lines 7-16), the advertisement campaign including a plurality of 
advertisements (col. 3 lines 24-40 and col. 4 lines 54-57), a selection of an 
advertisement from the plurality of advertisements to be used in the advertisement 
campaign (i.e. the identity of the advertisement) (col. 3 lines 24-65 and col. 4 lines 54- 
57), and a time period according to which according to which the advertisement is to be 
run (col. 5 lines 4-15); (B) changing the status of the advertisement campaign (i.e. 
deciding if an advertisement should be replaced by another or no longer be displayed) 
(col. 6 lines 45-59) and modifying the which of the plurality of advertisements is the 
selected advertisement (i.e. modifying which advertisement is displayed to the user 
based on various criteria) (col. 4 lines 54-67 and col. 6 lines 27-59); (C) reviewing the 
selected advertisement to determine if the advertisement is approved or not approved 
(col. 3 lines 35-42 and col. 5 lines 53-61), and when the advertisement is deemed not 
approved, the advertisement is rejected (i.e. a new advertisement is created) (col. 5 
lines 53-61), and when the advertisement is deemed approved, the advertisement is 
accepted (col. 5 lines 53-61); and (D) displaying the advertisement on an electronic 
display coupled with the computer network (col. 3 lines 57-65), according to the time 
period when the advertisement campaign is accepted (i.e. show the advertisement 
during a certain time period) (col. 5 lines 4-15), and accounting for the displaying based 
on the maximum amount to spend (i.e. after the number of paid click-throughs are used 
up) (col. 5 lines 4-32). 

Mason does not specifically teaches providing an automated review. Business 
editors teaches providing an automated review (page 1 paragraphs 1-3, page 2 
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paragraphs 3, 4, and 6). It would have been obvious to a person of ordinary sl<ill in the 
art at the time of the applicant's invention to modify Mason to include providing an 
automated review to allow the review process to take place quickly, more efficiently, and 
cheaply by enabling a computer to carry out the review rather than an individual. 

Mason does not specifically teach providing an interface configured to allow for 
adjusting the maximum amount to spend during the advertisement campaign. Davis 
teaches providing an interface configured to allow for adjusting the maximum amount to 
spend during the advertisement campaign (col. 18 lines 37 to col. 19 lines 58 and 
Figures 8 and 9). It would have been obvious to a person of ordinary skill in the art at 
the time of the applicant's invention to modify Mason to include providing an interface 
configured to allow for adjusting the maximum amount to spend during the campaign to 
allow users to determine where and how to allocate their advertising funds on a real 
time basis. 

Mason also does not specifically teach what is spent for each display of the 
advertisement to be added until the maximum amount to spend is met, at which time the 
displaying is terminated unless the maximum amount to spend is increased. Davis 
teaches what is spent for each display of the advertisement is added until the maximum 
amount to spend is met (i.e. user is invoiced for each time a search is executed by a 
user on the corresponding search term), at which time the displaying is terminated 
unless the maximum amount to spend is increased (i.e. unless user's account is 
replenished, it is suspended and the listings will no longer appear in search results list) 
(col. 13 lines 4-10 and col. 14 lines 5-11). It would have been obvious to a person of 
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ordinary skill in the art at the time of the applicant's invention to modify Mason to include 
what is spent for each display of the advertisement to be added until the maximum 
amount to spend is met, at which time the displaying is terminated unless the maximum 
amount to spend is increased in order to bill advertisers on a cumulative basis and to 
ensure that advertisers who have not paid do not continue to receive the benefit of 
having their advertisements displayed to users unless they make the appropriate 
payment. 

4. In reference to claims 50 and 93, Mason teaches the method wherein said 
displaying comprises posting said advertisement to a predetermined URL or a URL 
specified by said request during said time period (col. 5 lines 4-32). 

5. In reference to claims 54 and 77, Mason teaches the method wherein the 
receiving further comprises: providing over a computer network a plurality of time 
periods that are available for the advertisement; and accepting over a computer network 
a selection of a time period in the plurality of time periods to run the advertisement (col. 
5 lines 4-32 and Figure 1). 

6. In reference to claims 55, 78, and 79, Mason teaches the method wherein the 
advertisement campaign comprises a plurality of advertisements, the method further 
comprising: providing over a computer network an image of at least one advertisement 
from the plurality of advertisements in the advertisement campaign (col. 3 lines 24-56, 
col. 4 lines 7 to col. 5 lines 3, col. 5 lines 47-53), receiving over a the computer network 
instructions to edit the plurality of advertisements (col. 5 lines 42 to col. 6 lines 65), and 
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wherein the image of eacli advertisement in the plurality of advertisements in the 
advertisement campaign is displayed on a remote computer (col. 4 lines 5-19). 

7. In reference to claims 56 and 80, Mason teaches the method wherein the 
instructions to edit the plurality of advertisements comprise modifying: which 
advertisements are part of the plurality of advertisements (col. 6 lines 27-65), a web 
page that an advertisement in the plurality of advertisements is posted to when the 
advertisement is run (col. 5 lines 4-32); or a time period in which an advertisement in 
the plurality of advertisements is run on a web site (col. 5 lines 6-12). 

8. In reference to claims 57 and 81 , Mason teaches the method further comprising: 
displaying on the electronic display over the computer network a summary of a plurality 
of advertising campaigns, each respective advertisement campaign in the plurality of 
advertising campaigns defining: a maximum amount to spend on the respective 
advertisement campaign (i.e. user can be billed for a number of click-throughs from 
other sites, length of time the advertisement is displayed, or the number of hits received 
by the advertisement) (col. 5 lines 4-32 and lines 33-46 and col. 6 lines 7-16), a 
selection of one or more advertisements to be used in the respective advertisement 
campaign (col. 5 lines 33-61), and a time period in which an advertisement in the 
respective advertisement campaign is to be run (col. 5 lines 4-12 and lines 33-46 and 
col. 6 lines 7-16). 

9. In reference to claims 58 and 82, Mason teaches the method wherein a first 
advertising campaign in the plurality of advertising campaigns has a status and the step 
of displaying on the electronic display a summary of the plurality of advertising 
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campaigns comprises displaying tlie status of tlie first advertising campaign (col. 6 lines 
27-65), and wherein the method further comprises receiving over the computer network 
instructions to change the status of the first advertising campaign from a first state to a 
second state (i.e. replacing one unsuccessful advertisement with a more successful one 

based on the click-through rate) (col. 6 lines 27-65). 

1 0. In reference to claims 59 and 83, Mason teaches the method wherein the first 
state and the second state are each independently an active state, a suspended state, 
or a cancelled state, wherein when said state of said first advertising campaign is the 
active state, the one or more advertisements specified by the first advertisement 
campaign are run on a predetermined web site or on a web site specified by the 
advertising campaign (col. 6 lines 27-65) when said state of said first advertising 
campaign is the suspended state, the one or more advertisements specified by the first 
advertisement campaign are not run on a predetermined web site or on a web site 
specified by the advertising campaign (i.e. an advertisement that's not working well is 
not shown and are substituted) (col. 3 lines 54-67 and col. 6 lines 27-65), and when said 
state of said first advertising campaign is the cancelled state, the first advertisement 
campaign is removed from the plurality of advertising campaigns (i.e. an unapproved 
advertisement is removed) (col. 5 lines 47-61). 

11. In reference to claims 61 and 85, Mason teaches the method wherein the 
advertisement is displayed on a predetermined web site or on a web site specified by 
the request as a function of the relevancy of the advertisement (i.e. how relevant the 
advertisement is to the content of the web site itself) (col. 2 lines 30-38). 
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12. In reference to claims 64 and 88, Mason teaclies tlie method wherein the 
relevancy of the advertisement is measured at least in part by a contextual relevancy of 
the advertisement to other content on a predetermined web site or a web site specified 
by the request (col. 2 lines 30-38). 

13. In reference to claims 66 and 90, Mason teaches the method wherein said 
advertisement is at least one of (i) text only, (ii) text and a URL link, (iii) an icon and a 
URL link (col. 3 lines 43-65), (iv) a banner ad (col. 3 lines 43-55), (v) a graphic (i.e. an 
image) (col. 5 lines 57-61), (vi) a video, or combinations thereof. 

14. In reference to claim 68, Mason teaches the computer further comprising: a self- 
serve billing module coupled to the self-serve user interface for billing the originator of 
the request when the advertisement is displayed on the predetermined web site or on 
the web site specified by said request order (col. 5 lines 4-46 and Figure 1), wherein the 
accounting of the displaying is based on the billing of the originator (i.e. you are 
billed/invoiced for 15,000 click throughs) (col. 5 lines 4-46 and Figure 1). 

1 5. In reference to claim 69, Mason teaches the computer further comprising: a 
back-end system coupled to the self-serve billing module, the back-end system 
comprising: a contract management system for managing information about the request 
(i.e. a statistical analysis package) (col. 6 lines 27 to col. 7 lines 13), and an 
advertisement server coupled to the contract management system for serving 
advertisements to the predetermined web site on the web site specified by the request 
(i.e. a GNI server) (col. 5 lines 47 to col. 6 lines 6). 
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16. In reference to claim 70, Mason teaches aggregating data about advertisement 
serves and providing updates of such data to the contract management system (i.e. a 
statistical analysis package) (col. 6 lines 27-col. 7 lines 13). 

1 7. In reference to claim 71 , Mason teaches the computer wherein said instructions 
for displaying comprise displaying said advertisement on a predetermined web site or 
on a web site specified by said request during said time period (col. 3 lines 24-65). 

1 8. In reference to claim 72, Mason teaches the computer wherein said 
predetermined web site or said web site specified by said request on which said 
advertisement is displayed is served to a remote computer that displays said web site in 
an Internet browser running on said remote computer (col. 4 lines 5-19). 

1 9. In reference to claim 91 , Mason teaches the computer wherein said instructions 
for displaying said advertisement, when the advertisement campaign is accepted, 
during said time period comprise: instructions for incorporating said advertisement into a 
web page (col. 6 lines 7-26); and instructions for serving said web page at a 
predetermined URL or at a URL specified by said request (col. 5 lines 33 to col. 6 lines 
65). 

20. Claims 52, 53, and 74-76 are rejected under U.S.C. 1 03(a) as being 
unpatentable over Mason in view Sparks (Patent Number 6,167,382 hereinafter 
Sparks). 

In reference to claims 52 and 74, Mason does not teach providing advertising 
templates, obtaining a selection of templates, obtaining information to be inserted into 
the template, and creating the advertisement selected by the request based on the 
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template advertisement and tlie information to be inserted into tlie template 
advertisement. Sparks teaches providing advertising templates, obtaining a selection of 
templates, obtaining information to be inserted into the template, and creating the 
advertisement designated by the request based on the template advertisement and the 
information to be inserted into the template advertisement (abstract, col. 2 lines 59-col. 
3 lines 1 9). It would have been obvious to a person of ordinary skill in the art at the time 
of the applicant's invention to modify Mason to include providing templates to the users 
for creating advertisements to save time for users by pre-developing advertisement 
frameworks for them to use in their advertising campaigns. 

21 . In reference to claim 53, Mason teaches the method further comprising: providing 
over the computer network in an electric display including a remote computer, a preview 
of the advertisement selected by the request (col. 3 lines 35-42). 

22. In reference to claims 75, and 76, Mason teaches the method further comprising: 
providing over the computer network in an electric display including a remote computer, 
a preview of the advertisement selected by the request (col. 3 lines 35-42). 

23. Claims 51 , 60, 62-63, 65, 73, 84, 86-87, 89, and 94 are rejected under U.S.C. 
103(a) as being unpatentable over Mason in view of Official Notice. 

In reference to claims 51, 73, and 94, Mason does not teach displaying said 
advertisements on a predetermined wireless device or on a wireless device specified by 
said request during said time period. Official Notice is taken that it is old and well 
known to display advertisements on wireless devices to take advantage of the new 
ubiquity of these mobile devices. It would have been obvious to a person of ordinary 
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skill in the art at the time of the applicant's invention for Mason's invention to also 
display advertisements on a predetermined wireless device or on a wireless device 
specified by said request during time period for providing mobile access to the 
advertisements when people are on the go. 

24. In reference to claims 60 and 84, Mason does not teach the method wherein the 
accounting for the displaying comprises the cost of said advertisement campaign and is 
based on a time that the request is received. Official Notice is taken that it is old and 
well known to set advertisement placement contract conditions at the time of the 
request for service, because of the value associated with certain advertisement slots 
based on how many viewers are likely to view that particular advertisement and how 
many competing advertisers are trying to gain that particular advertising slot. It would 
have been obvious to a person of ordinary skill in the art at the time of the applicant's 
invention for Mason's invention to alter the cost of the advertising campaign based on 
the time the request was received in order for the provider to achieve the maximum 
payout for a specific advertising slot. 

25. In reference to claims 62, 63, 86, and 87, Mason does not teach the method 
wherein the relevancy of the advertisement is measured at least in part by a financial 
metric and wherein the financial metric is the effective cost per Mil (eCPM) for the 
advertisement. Official Notice is taken that is old and well known in the area of Internet 
advertising to use measurements including the cost per a thousand impressions and 
cost per click to rank potential advertisements in a way to maximize earnings of the 
website owner. It would have been obvious to a person of ordinary skill in the art at the 
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time of the applicant's invention for Mason's invention to include the use of the cost per 
thousand impressions in order to prioritize advertisement display based on the payout 
that can be achieved from the display. 

26. In reference to claims 65 and 89, Mason teaches displaying on the electronic 
display said advertisement on a predetermined website that has a higher click through 
rate than another advertisement (col. 6 lines 27-65). Mason does not however 
specifically state the use of the cost per Mil (eCPM) measurement for determining which 
advertisement should be displayed. Official Notice is taken that is old and well known in 
the area of Internet advertising to use measurements including the cost per a thousand 
impressions and cost per click to rank potential advertisements in a way to maximize 
earnings of the website owner. It would have been obvious to a person of ordinary skill 
in the art at the time of the applicant's invention for Mason's invention to include the use 
of the cost per thousand impressions in order to prioritize advertisement display based 
on the payout that can be achieved from the display. 

Response to Arguments 

27. After careful review of Applicant's remarks/arguments filed on 05/05/2008, the 
examiner fully considered the arguments, but they are not persuasive. 

28. Applicant argues that Business Editors does not disclose or relate to the filtering 
of advertisements that are displayed in a page. With respect to this argument, in 
reference to the Mason and the Business Editors references, the Applicant is making 
arguments against the references individually. Specially, the Applicant is arguing that 
Business Editors does not teach filtering advertisements on a webpage. As addressed 
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above in claims 49, 67, and 92, Mason teaches this limitation, since it teaches reviewing 
the selected advertisement to determine if the advertisement is approved or not 
approved (col. 3 lines 35-42 and col. 5 lines 53-61), and when the advertisement is 
deemed not approved, the advertisement is rejected (i.e. a new advertisement is 
created) (col. 5 lines 53-61), and when the advertisement is deemed approved, the 
advertisement is accepted (col. 5 lines 53-61). The Business Editor reference is being 
used, because it teaches providing an automated review (page 1 paragraphs 1-3, page 
2 paragraphs 3, 4, and 6). And, it would have been obvious to a person of ordinary skill 
in the art at the time of the applicant's invention to modify Mason to include providing an 
automated review to allow the review process to take place quickly, more efficiently, and 
cheaply by enabling a computer to carry out the review rather than an individual. The 
Examiner would like to point out to the Applicant that one cannot show nonobviousness 
by attacking references individually where the rejections are based on combinations of 
references (Mason and Business Editors). See In re Keller, 642 F.2d 413, 208 USPQ 
871 (CCPA 1981); In re Merck & Co., 800 F.2d 1091, 231 USPQ 375 (Fed. Cir. 1986). 
It is the combination of these references that addresses the claim limitations, and 
therefore, each reference will not teach all the limitations on its own. 
29. Applicant argues that Mason does not teach designating a maximum amount to 
spend on the campaign as recited in claims 49, 67, and 92. The Examiner respectfully 
disagrees, since Mason teaches that a user can purchase one million hits on one or a 
number of URL's of 15,000 click-throughs from one or a plurality of URL's (col. 5 lines 9- 
15). By purchasing a set number of hits or click-throughs, a user is designating a 
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maximum amount to spend on tlie campaign, because eacli liit or a clicl<-througii has a 
specific price tag associated with it. 

30. Applicant argues that Mason fails to disclose adjusting the maximum amount to 
spend as recited in claims 49, 67, and 92. With respect to this argument, in reference to 
the Mason and the Davis references, the Applicant is making arguments against the 
references individually. Specially, the Applicant is arguing that Mason does not teach 
adjusting the maximum amount to spend. As addressed above in claims 49, 67, and 
92, Mason teaches that a user can purchase one million hits on one or a number of 
URL's of 15,000 click-throughs from one or a plurality of URL's (col. 5 lines 9-15). By 
purchasing a set number of hits or click-throughs, a user is designating a maximum 
amount to spend on the campaign, because each hit or a click-through has a specific 
price tag associated with it. Davis teaches providing an interface configured to allow for 
adjusting the maximum amount to spend during the advertisement campaign (i.e. a 
maximum amount to be spent on each search term to achieve a certain rank) (col. 18 
lines 37 to col. 19 lines 58 and Figures 8 and 9). Furthermore, it would have been 
obvious to a person of ordinary skill in the art at the time of the applicant's invention to 
modify Mason to include providing an interface configured to allow for adjusting the 
maximum amount to spend during the campaign to allow users to determine where and 
how to allocate their advertising funds on a real time basis. The Examiner would like to 
point out to the Applicant that one cannot show nonobviousness by attacking references 
individually where the rejections are based on combinations of references (Mason and 
Davis). See In re Keller, 642 F.2d 413, 208 USPQ 871 (CCPA 1981); In re Merck & 



Application/Control Number: 10/700,837 Page 15 

Art Unit: 3622 

Co., 800 F.2cl 1091, 231 USPQ 375 (Fed. Cir. 1986). It is the combination of these 
references that addresses the claim limitations, and therefore, each reference will not 
teach all the limitations on its own. Furthermore, in reference to Davis, Applicant argues 
that the bid is a price per display/click for one advertisement rather than a maximum 
amount to be spent on an advertising campaign. The Examiner respectfully disagrees, 
since a campaign could be made up showing one advertisement one time, and in that 
case, the bid amount entered in Davis for one click, would actually be a maximum 
amount to be spent on an advertising campaign. 

31 . Applicant argues that Mason does not consider accounting for the displaying 
based on spending up to a maximum amount as recited in claims 49, 67, and 92. The 
Examiner respectfully disagrees, since Mason teaches accounting for the displaying 
based on the maximum amount to spend (i.e. after the number of paid click-throughs or 
hits are used up, those advertisements are not shown any more) (col. 5 lines 4-32). 

32. Applicant argues that Davis should not be combined with Mason, because Davis 
teaches that impression-based advertising is inefficient and current paradigms such as 
banner advertising follow traditional advertising paradigms and fail to utilize the unique 
attributes of the Internet and Mason encourages the use of banner advertising. 

While Davis may state that banner advertising is inefficient, a reference is no less 
anticipatory if, after disclosing the invention, the reference then disparages it. Thus, the 
question whether a reference 'teaches away' from the invention is inapplicable to an 
anticipation analysis. See Celeritas Techs. Ltd. v. Rockwell Int'l Corp., 47 USPQ2d 
1516 (Fed. Cir.1998). Furthermore, disclosed examples and preferred embodiments do 
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not constitute a teaching away from a broader disclosure or non-preferred 
embodiments. See In re Susi, 169 USPQ 423 (CCPA 1971). Also, both Davis and 
Mason are concerned with target advertising and even adjusting advertising in the 
process to continue to make them more effective, so there is motivation to combine the 
references. 

Conclusion 

33. THIS ACTION IS MADE FINAL. See MPEP § 706.07(a). Applicant is reminded 
of the extension of time policy as set forth in 37 CFR 1 .136(a). 

A shortened statutory period for reply to this final action Is set to expire THREE 
MONTHS from the mailing date of this action. In the event a first reply is filed within 
TWO MONTHS of the mailing date of this final action and the advisory action is not 
mailed until after the end of the THREE-MONTH shortened statutory period, then the 
shortened statutory period will expire on the date the advisory action is mailed, and any 
extension fee pursuant to 37 CFR 1 .136(a) will be calculated from the mailing date of 
the advisory action. In no event, however, will the statutory period for reply expire later 
than SIX MONTHS from the date of this final action. 

Point of Contact 

Any inquiry concerning this communication or earlier communications from 
the examiner should be directed to Namrata (Pinky) Boveja whose telephone number is 
571-272-8105. The examiner can normally be reached on Mon-Fri, 8:30 am to 5:00 pm. 

If attempts to reach the examiner by telephone are unsuccessful, the 
examiner's supervisor, Eric Stamber can be reached on 571-272-6724. The Central 
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FAX phone number for the organization where this application or proceeding is 
assigned is 571-273-8300. 

Information regarding the status of an application may be obtained from the 
Patent Application Information Retrieval (PAIR) system. Status information for 
published applications may be obtained from either Private PAIR or Public PAIR. 
Status information for unpublished applications is available through Private PAIR only. 
For more information about the PAIR system, see http://pair-direct.uspto.gov. Should 
you have questions on access to the Private PAIR system, contact the Electronic 
Business Center (EBC) at 1866-217-9197 (toll-free). 

/NAM RATA BOVEJA/ 

Examiner, Art Unit 3622 

/Yehdega Retta/ 

Primary Examiner, Art Unit 3622 
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